When movie director George Romero introduced the modern conception of the zombie in his film "Night of the Living Dead" in 1968, he created an enduring metaphor for depicting the societal impact of rampant conspicuous consumption. His allegory for the consumer is that of a mindless, empty shell of a being who is only connected to its fellow humans by its incessant need to have its ravenous hunger satiated by the consumption of living brain tissue. The persona of the zombie metaphorically represents the demise of free thought and critical analysis in society.
Introducing the Key Contextual Factors that Fuel "Dezombieism"
As described here, DeZombies are the products of an educational system in and around American university-level communication design that no longer effectively prepares its students to practice design ethically or responsibly given the current socio-economic, political and environmental state of our planet.
Too much of contemporary American university-level communication design curricula is assumptively but erroneously structured to teach students to become versant at designing to satisfy the expectations of a single stakeholder, as opposed to preparing them for the modern reality of having to work to meet the expectations of multiple, diversely informed stakeholders. We refer to this type of myopically framed and informed communication design education as DeZombieism.
The current pedagogical models and cost of tuition in so many of the roughly 2,300 two-and four-year university-level communication design a programs around the U.S. tend to limit opportunities for cultural experiences and design "majors" in the U.S. were Black in 2010, and only 4.2 % were Hispanic or Latino (accurate figures for Native American enrollment were unavailable as of this writing in July of 2017). With so few students and faculty of Black, Native
American, Latino or Hispanic origin enrolled or teaching in university-level,
American communication design programs, we argue that the spectrum of cultural experiences, learning, knowledge construction, and understanding on offer within them is too limited when compared to how this spectrum operates across our increasingly diverse society. In these types of settings, DeZombieism thrives.
The result of this is university-level communication design curricula in the U.S. -and, from what we can discern from here, in much of western Europe, Australasia, the Middle East and South America -perpetuates the teaching of conceptual, 'Euro + Caucasian-aesthetic-trumps-all' approaches and norms. These are also overwhelmingly culturally biased to reinforce a narrowly confined range of behaviors and aspirations that are societally acceptable and appropriate. They also help perpetuate socio-economic barriers to secondary education in design, and, more broadly, the social sciences and the humanities in general, for many under-represented groups. Additionally, this type of curricula often doggedly reinforces prescribed, aesthetically-pleasing-but-narrowly-framed social and cultural outcomes to design processes: the kinds that DeZombies typically produce. In turn, their perpetuation promotes the sociocultural and socio-economic mindset that the primary means to improving the "common good" lies only in designing work that promotes exorbitant consumerism, regardless of how doing this might affect the future best interests of our natural environment, and the way all who must share it live now and in the future.
To counter this, which means taking a stand against DeZombieism, we argue for the development of new systems of university-level, communication design curricula that allow for input from diverse social and cultural influences and that more readily afford access to students who hail from a broader array of America's socio-economic classes. We advocate for mandatory discussions about the ethics of working with or on behalf of (or against the interests of ) particular clients, and the social, economic, technological and political impact that final products, systems or communities yielded by a given design process have on the resiliency of our natural environment. and 800 of these b ).We contend that, at least in the U.S., the maintenance of this model is counterproductive to the continued, positive evolution of the profession, and to the larger society as a whole that both affects and is affected by design decision-making. By challenging so many of its students to focus on "solving design problems" within the narrow confines of (mostly) empirical parameters outlined predominantly by corporate interests, much of American communication design education is preparing students to identify and solve the wrong types of our society's problems. We are in danger of educating a generation of future communication designers that have been predominantly prepared to address design challenges that have been narrowly and shallowly defined to meet the needs and aspirations of far too few. These "few" tend to belong to a social demographic that wields its cultural capital in ways that severely limit belonging.
It often means you have to have emerged from a fairly upper-middle-class-tohigher environment, have lighter skin, and have been able raised so that you emerge from your teenage years knowing why espresso comes in a tiny cup, what barre techniques best alleviate lower-back pain, and how to discuss intersectionality without being accused of engaging in any type of micro-aggression.
Aspiring designers who have exclusively accrued this type of cultural capital may require immersion in broadly informed, deeply probative learning experiences to avoid becoming DeZombies.
Identifying Key Barriers to Diversifying the Social and Cultural Makeup of American, University-Level Communication Design Programs
Beyond positively changing what and how we teach, helping the next generation of communication designers deal with the high cost of college is necessary to ensuring that a broad enough cross-section of them can proactively contribute to and participate in a future within which they might actually like to live. Ensuring that more than 10 % of communication design students are white, which means ensuring that more Black, Native American, Latino and Hispanic students can afford to join their ranks as Bachelor's degree seekers, is a good place to start. A contemporary American University education has become quite expensive since state-based defunding efforts for public univer- environment. (Growing up in a household where at least one parent has earned a college degree increase the odds of their children earning a college degree by about 60 %). 6
White students are also much likely to enroll in America's most selective American colleges, academies and universities -communication design is offered as a four-year, BFA degree in over 80 of these, about half of which are private institutions -than Black, Native American, Latino and Hispanic students. These more selective (i.e., more competitive to gain admission into) institutions also tend to cause students enrolled in their communication design programs to need an increasing amount of financial aid from U.S.-government-subsidized Pell Grants and other forms of loans, fellowships and scholarships. White students are more likely to successfully navigate the complicated processes necessary to secure higher levels of this type of support than their Black, Native American, Latino and Hispanic counterparts, and "white students are five times as likely to enroll in a highly selective college as Black students and almost three times as likely as Hispanic students." 7
If they can gain entry into a highly selective American institution of higher learning and the often even more selective communication design curriculum that operates within it, Black, Native American, Latino and Hispanic students tend to be the first in their immediate and often extended family to enroll in any type of university curriculum. Students of Color also often encounter pressure to major in professions that may guarantee them larger professional salaries upon completion of selective entry degree programs, such as medicine, law, engineering, and business. Although a career path in communication design can sometimes yield a relatively high salary -especially if the student accrues education and training in user experience or interaction design -it tends NOT to be a professional discipline that is highly touted in Native American, Latino and Hispanic households in the U.S. Careers in the visual arts and design are touted even less in Black households, which results in less than 3 % of Black undergraduate students choosing to major in these disciplines. 8
One of the primary reasons for this is the under-representation of Americans of Color in our history of the Design disciplines, combined with the lack of many designers of Color being widely known outside their professions. 9 It is relatively easier for parents in Black, Native American, Latino We argue that the combination of factors described here help perpetuate negative stereotypes involving race -or, specifically, a lack of diversity thereof -in and around communication design as it is currently taught and practiced in the U.S. We also argue that these factors have diminished awareness of and sensitivity about the diverse array of cultural influences necessary and relevant to the perpetuation of a diverse American, and, beyond that, global society. The upshot of this is that it has rendered communication design education, as it currently administrated, planned, and taught in the U.S., to be inadequate regarding its need to effectively prepare students not only to enter, but to sustain careers within the profession. Simply put, the financial and cultural barriers to entry into the university-level programs that prepare one This type of thinking challenges communication design students and educators to attempt to achieve three related goals:
1. to examine and question a given challenge as part of an entire system of connected concerns, and 2. to do this by engaging in a deeply probative, broadly informed discussion of the complex variety of social, technological, economic and public policy issues facing contemporary society, and 3. to examine how design affects and is affected by these.
As described here, DeZombies are the products of an educational system in and around American university-level communication design that no longer effectively prepares its students to practice design ethically or responsibly given the current socio-economic, political and environmental state of our planet. As has been stated previously in this piece, too much of contemporary American university-level communication design curricula is assumptively but erroneously structured to teach students to become versant at designing to satisfy the expectations of a single stakeholder, as opposed to preparing them for the modern reality of having to work to meet the expectations of multiple, diversely informed groups.
Additionally, too many of the learning experiences that comprise given outcome for the student to realize in response to a specific "design problem" -a booklet, a website, a mobile app -without allowing for any discussion about whether that vehicle of dissemination is the best means to facilitate communication with or to a particular audience and, moreover, whether that response must be assessed solely on the basis of whether or not it advanced some aspect of consumerism. These approaches to design education help to create DeZombies that exist in a status quo network of solutions to assigned design problems. DeZombies live in a fungible world; that is, a society where everything has a price and market in which it can be sold or traded for a commodity that is judged to be of equal worth.
DeZombies are taught to think that the "answer" to a given com- Far too much of university-level, American communication design curricula is currently constructed and operated as a rigid, immutable system designed to train -rather than educate -roughly 45,000 student "creatives"
per year to design material that ensures increasing corporate profits and market share trump meeting the needs and satisfying the aspirations of actual people. In this scenario, facilitating consumption handily wins over facilitating citizenship as future designers learn to engage in design as a means to build a better brand rather than an intellectually more broad-minded, more inclusive, and therefore stronger, community. In this manner, most American communication design curricula does not educate experts to create and disseminate that which constitutes our visual culture (as one would imagine), but instead edu- 
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Figure 1: Nivea briefly ran its "White is Purity" ad campaign to promote its "Invisible for Black and White" deodorant product line in the spring of 2017. The campaign was targeted toward the company's followers in the Middle East, but was quickly pulled after it instigated a high volume of negative commentary on social media by many who felt it promoted racist rhetoric.
Americans visually digest every day has been directly correlated to psychologically negative, female body issues and eating disorders among large numbers of Achieving this goal will require that emerging American communication designers are educated to inform their design decision-making in a high degree of visual literacy, which in turn requires critical thinking, which is an activity that is antithetical to being a DeZombie.
The results of so many professional communication designers being visually illiterate, of allowing their social and cultural myopia to affect their design decision-making -of being DeZombies -are unfortunately not limited strictly to their inability to create depictions of women that are demeaning.
This can and has also resulted in design work that promotes racist views. In beautifully packaged, often unnecessary-to-use-or-own products through socially and culturally irresponsible messaging that exploits the most vulnerable aspects of our psyches: our needs to be acceptable to others, to be admired, or it is currently operated in many of the industrialized nations in the world, such as the U.S., China, the U.K., Germany, France, Russia and India. poSItIon pApER and start talking to other people, other disciplines; broaden your gaze (beyond the design process, design objects and design's current economic positioning), engage the complexity of design as a world-shaping force and help explain it as such." 22
American, university-level communication design educators must employ sustainable systems thinking in their work, as the world is complex and connected, and growing more so. Environmental advocate John Muir first explained the wisdom inherent in this approach more than a century ago: "… (w)
hen we try to pick out anything by itself, we find that it is bound fast by a thousand invisible cords that cannot be broken, to everything in the universe." 23
There are dozens, sometimes hundreds, of interwoven considerations that need be taken into account by students as a potential communication design challenge -like creating a poster -begins to be addressed. For starters, it is good idea to challenge students to examine the fundamental need for a given designed artifact to exist: "Is a poster the best means to visually communicate a particular message to a given target audience? (if not, what IS, and why?)"
Students also need to be sensitized to pose other questions rooted in determining how much energy, water, tree fibers, ink, and time will be necessary to produce the piece. For this type of approach to work most effectively, classroom assignments must remove tightly circumscribed descriptions of the desired outcome from whatever set of "assignment parameters" or "brief" is given to the students at the outset of the project, and instead ask them to consider what the best response to a given set of communication needs might be.
Discovering or inventing a superlative design opportunity based on how this type of sustainable systems-thinking approach is operationalized requires a thorough examination of how a given designed artifact or system of them fits into the organization of resource procurement, manufacture, transport, use, and disposal, more-or-less in this order (Figure 3 ). Sustainable systems thinking approaches require that a given design challenge is informed by a consideration of the variable factors, users / audiences, non-variable conditions and socio-cultural issues that contextualize, or "frame," that particular challenge. 24 It also requires careful consideration of the affects that our material and vendor choices have on one another, the planet, and, consequently on us. It still matters that communication designers understand our audiences and the economic viability of what we make, but also, "how the work we do is demanding of our natural resources, where and how we get materials to pro- is another extremely difficult challenge, but one that must be addressed, and addressed NOW, lest our professional discipline be allowed to be perceived by non-designers as even more inconsequential and relevant to their success than it now is. Communication design educators need to join campus and nationwide initiatives and committees that help to create a welcoming and safe campus environment of mentorship and encourage increases in campus-wide investments to recruit and retain ethnic minority students and tenure-track faculty.
The AIGA (The Professional Association for Design in the U.S., also known as the American Institute for Graphic Arts, and who funds the publication of this journal), to their credit, has undertaken a recent "Diversity and
Inclusion Initiative" that has been partially funded by the National Endowment for the Arts (NEA) to "support a more diverse audience of design students, practitioners, managers, thinkers, enthusiasts, clients, consumers, and policy makers." 27 The initiative has effectively solicited and includes input from practitioners and educators, and is thus a positive step. It will hopefully also lead to more students of Color being introduced to communication design as a viable career and life path during their high school, or 'pre-Collegiate' learning experiences. This will require that these students are taught by high school instructors who themselves have been introduced to design as a means to help their students learn to be more empathic, deeply reflective problem identifiers and solvers, which is -again -quite different than teaching design as a means to merely 'make stuff look cool.' The people who will most likely need to step forward and teach these American high school instructors to teach their students of Color of and about design are American, university-level design educators and practitioners.
American communication design educators and practitioners must face the challenges to our future by evolving and expanding our current pedagogy to be less insular and one-dimensional, less focused on teaching DeZombies to "make cool things." We must teach our students to get beyond the typical, narrowly framed, artifact-based outcomes that so many of us (and them) 
